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is not intended to be 
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of the current level of 
organic production 
and extrapolated data 
presented in this report 
are estimates. “
•   I S S N   1 8 3 6 - 0 1 4 9  
A ustralian Or ganic Market Report 2010 
P u b l i c a t i o n   N o .   1 0 / 0 1  
C i t a t i o n :   M i t c h e l l ,   A . ,   K r i s t i a n s e n ,   P . ,   B e z ,  
N.  & Monk,  A.  2010.  A ustralian Or ganic 
Market Report 2010 .  Biological F armers 
of A ustralia Ltd ,  Chermside .
D i s c l a i m e r
T h e   i n f o r m a t i o n   c o n t a i n e d   i n   t h i s  
publication is intended f or general use to 
a s s i s t   i n   p u b l i c   kn o w l e d g e   a n d   d i s c u s s i o n  
and to help impro v e the dev elopment 
o f   o r g a n i c   a n d   s u s t a i n a b l e   f a r m i n g  
industries and related sectors .   Y ou must 
not rely on an y inf ormation contained in 
t h i s   p u b l i c a t i o n   w i t h o u t   t a ki n g   s p e c i a l i s t  
advice relev ant to y our particular 
c i r c u m s t a n c e s .  
W h i l e   r e a s o n a b l e   c a r e   h a s   b e e n   t a k e n  
in preparing this document to ensure 
t h a t   i n f o r m a t i o n   i s   t r u e   a n d   c o r r e c t ,  
the Univ ersity of New England (UNE),  
M o b i u m   G r o u p   ( M o b i u m )   a n d   B i o l o g i c a l  
F armers of A ustralia Ltd (BF A) giv e no 
assurance as to the accuracy of an y 
i n f o r m a t i o n   i n   t h i s   p u b l i c a t i o n .
The BF A and the authors or contributors 
e x p r e s s l y   d i s c l a i m ,   t o   t h e   m a x i m u m  
e x t e n t   p e r m i t t e d   b y   l a w ,   a l l   r e s p o n s i b i l i t y  
a n d   l i a b i l i t y   t o   a n y   p e r s o n ,   a r i s i n g   d i r e c t l y  
or indirectly from an y act or omission,  
or f or an y consequences of an y such 
act or omission,  made in reliance on the 
contents of this publication,  whether 
or not caused b y an y negligence on 
the part of the BF A,  UNE ,  the authors or 
c o n t r i b u t o r s .
Data presented here is not intended to be 
a precise description of the current lev el of 
or ganic production and extrapolated data 
p r e s e n t e d   i n   t h i s   r e p o r t   a r e   e s t i m a t e s .   T h e  
B F A   d o e s   n o t   n e c e s s a r i l y   e n d o r s e   t h e   v i e w s  
i n   t h i s   p u b l i c a t i o n .
T h i s   p u b l i c a t i o n   i s   c o p y r i g h t .   A p a rt  
from an y use as permitted under the 
C opyright A ct 1968,  all other rights are 
r e s e r v e d .   H o w e v e r ,   w i d e   d i s s e m i n a t i o n  
i s   e n c o u r a g e d .   R e q u e s t s   a n d   i n q u i r i e s  
c o n c e r n i n g   r e p r o d u c t i o n   a n d   r i g h t s  
should be addressed to the BF A Media 
D e p a r t m e n t   o n   p h o n e   0 7   3 3 5 0   5 7 1 6 .
U N E   R e s e a r c h e r    
Contact Details                                                                 
D r .   P a u l   K r i s t i a n s e n
Univ ersity of New England ,              
A r m i d a l e   N S W   2 3 5 1  
P h o n e :   ( 0 2 )   6 7 7 3   2 9 6 2
Fax:  ( 0 2 )   6 7 7 3   3 2 3 8  
E m a i l :  paul.kristiansen@une.edu.au
U N E   P h D   R e s e a r c h e r    
C o n t a c t   D e t a i l s
M s   A l e x a n d r a   M i t c h e l l
Univ ersity of New England ,  
A r m i d a l e   N S W   2 3 5 1
P h o n e :   ( 0 3 )   6 2 3 3   2 4 0 4
F a x :   ( 0 3 )   6 2 2 8   5 1 2 3
E m a i l :  amitch30@une.edu.au
C o n s u m e r   S t u d y    
R e s e a r c h e r   C o n t a c t   D e t a i l s
Mr Nicholas Bez 
M o b i u m   G r o u p
Suite 6,  24 Eastern Road
S o u t h   M e l b o u r n e   V I C   3 2 0 5
P h o n e :   ( 0 3 )   9 6 4 5   5 5 1 6
E m a i l :   n b e z @ m o b i u m . c o m . a u
In submitting this report ,  the researchers 
ha v e agreed to BF A publishing this 
m a t e r i a l   i n   i t s   c u r r e n t   f o r m .
Editor:   C e c i l e   S t o r r i e ,   A n h i n g a  
C o m m u n i c a t i o n   a n d   E d i t o r i a l   S e rv i c e s
P h o n e :   0 8   8 2 7 4   1 1 5 6
E m a i l :     a n h i n g a @ i n t e r n o d e . o n . n e t  
D e s i g n :   t r i o G r a p h i c   t r i o g r a p h i c @ i i n e t . n e t . a u
 
P r i n t e d   b y   C o r n e r s t o n e   P r e s s  
Northgate Qld .   P h o n e :   ( 0 7 )   3 2 5 6   7 6 5 5  
E m a i l :   s a l e s @ c o r n e r s t o n e p r e s s . c o m . a u
© 20 1 0 Biological F armers of A ustralia Ltd .  
All rights reserved .    
P u b l i c a t i o n   d e t a i l sAustralian Organic Market Report 2010  7
A u t h o r   p r o fi l e
A b o u t   t h e   a u t h o r s
D r   P a u l   K r i s t i a n s e n  
Dr P aul Kristiansen is a 
r e s e a r c h e r   a n d   l e c t u r e r  
at the Univ ersity of New 
England in Armidale .  He has 
b e e n   i n v o l v e d   w i t h   o r g a n i c  
agriculture f or about 15 y ears .  
P a u l ’ s   r e s e a r c h   a c t i v i t i e s  
i n c l u d e   s t u d i e s   o f   o r g a n i c  
and lo w-input farming systems in A ustralia,  Burma,  
S l o v a k i a   a n d   T h a i l a n d .   T h i s   w o r k   h a s   s p a n n e d   a   w i d e  
range of issues including production constraints such 
as w eed and soil f ertility management ,  economics ,  
marketing and supply chain dev elopment.
P aul is an editor of the Journal of Or ganic S ystems ,  a 
j o u r n a l   d e v o t e d   t o   h i g h l i g h t i n g   o r g a n i c   r e s e a r c h   a n d  
education in the Asia P acific region.  He was  
lead editor of Or ganic A griculture - a Global 
P erspectiv e ,  an international book on or ganic 
a g r i c u l t u r e   ( w w w . p u b l i s h . c s i r o . a u / n i d / 2 1 / p i d / 5 3 2 5 .
htm) that brought together a w orld-wide group of 
e x p e r i e n c e d   r e s e a r c h e r s ,   f a r m e r s ,   w r i t e r s   a n d    
thinkers across a broad range of disciplines to produce 
a 24 chapter review of or ganic agriculture around  
t h e   w o r l d .
A l e x a n d r a   M i t c h e l l
A l e x a n d r a   M i t c h e l l   i s   a   P h D  
candidate at the Univ ersity of 
N e w   E n g l a n d   i n v e s t i g a t i n g  
p o l i cy   d e v e l o p m e n t   a n d  
d a t a   c o l l e c t i o n s   i n   e m e r g i n g  
i n d u s t r i e s   f o c u s i n g   o n  
or ganics as a case study .   Since 
2007 Alex has w orked with 
t h e   T a s m a n i a   D e p a r t m e n t   o f   P r i m a r y   I n d u s t r i e s ,   P a r k s ,  
W ater and En vironment as the Or ganic Industry 
Dev elopment Officer addressing both state and 
n a t i o n a l   i s s u e s .  
Alex also has extensiv e experience in new industry 
d e v e l o p m e n t   t h r o u g h   h e r   w o r k   i n   t h e   C o m m o n w e a l t h  
Department of A griculture ,  F isheries and F orestry .   Alex 
holds a Bachelor of Science degree with Honours from 
t h e   A u s t r a l i a n   N a t i o n a l   U n i v e r s i t y   a n d   b e f o r e   j o i n i n g  
the public service industry w orked in research and 
d e v e l o p m e n t   i n   v a r i o u s   s c i e n c e   d i s c i p l i n e s ,   m a i n l y  
f o c u s i n g   o n   p o p u l a t i o n   g e n e t i c s   i n   A u s t r a l i a n    
f o r e s t   s p e c i e s .
Nick Bez
Nicholas Bez is Research 
D i r e c t o r   w i t h   M o b i u m  
G r o u p   ( w w w . m o b i u m . c o m .
a u ) ,   a   m a r k e t   r e s e a r c h   a n d  
strategy consultancy with a 
specific f ocus and expertise in 
u n d e r s t a n d i n g   w h a t   m o t i v a t e s  
A u s t r a l i a n s   t o   m a k e   h e a l t h i e r ,  
m o r e   s u s t a i n a b l e   l i f e s t y l e   c h o i c e s .  
T he firm assists or ganisations to make inf ormed 
decisions about market opportunities related to 
s u s t a i n a b i l i t y ,   h e a l t h   a n d   w e l l b e i n g .
Nick is a market research expert ,  with more than 
f i f t e e n   y e a r s   e x p e r i e n c e   s t u d y i n g   c o n s u m e r s   i n   t h e  
U S A   a n d   A u s t r a l i a .  
Nick has a specific interest in  ‘trend spotting ’  with 
a strong f ocus on  ‘health and w ellness ’  issues and its 
l i n k s   t o   c o n s u m e r   b e h a v i o u r   a n d   h a s   w o n   n a t i o n a l  
a wards f or his w ork on brand strategy .
N i c k   h a s   a c a d e m i c   q u a l i f i c a t i o n s   i n   M a r k e t i n g  
(Boston) (Hons),  and a Master of Business 
A d m i n i s t r a t i o n   ( M e l b o u r n e )   a n d   i s   p r o f e s s i o n a l l y  
a c c r e d i t e d   ( Q P M R   s t a t u s )   w i t h   t h e   A u s t r a l i a n   M a r k e t  
and Social Research Society .
Dr Andrew Monk
Dr Andrew Monk has tw o 
d e c a d e s   o f   e x p e r i e n c e   i n  
o r g a n i c   i n d u s t ry   a u d i t i n g ,  
c e rt i f i c a t i o n   a n d   s t a n d a r d s ,  
a n d   c o m m e r c i a l   i n t e r e s t s  
across the or ganic supply 
c h a i n   i n c l u d i n g   i n   h o rt i c u l t u r e  
a n d   v a l u e - a d d i n g   a s   w e l l   a s  
currently in the or ganic waste sector .  Andrew has a 
PhD with a f ocus on or ganic production systems and 
s u s t a i n a b i l i t y   i n   A u s t r a l i a .
Andrew consults to both public and priv ate 
entities across the supply chain on en vironmental 
(including or ganic) issues and management systems ,  
w h i l s t   b e i n g   m a n a g i n g   d i r e c t o r   o f   a n   e n v i r o n m e n t a l  
s e c t o r   s e rv i c e s   c o m p a n y ,   M u l c h i n g   T e c h n o l o g i e s  
Pty Ltd .  Andrew is a prior CEO and current director 
of Biological F armers of A ustralia Ltd (BF A) and an 
adjunct associate prof essor at the Univ ersity of New 
England ,  Armidale ,  NSW ,  School of Business ,  E conomics 
a n d   P u b l i c   P o l i cy .1 0    Australian Organic Market Report 2010
T a b l e   o f   c o n t e n t s
•   D e f i n i t i o n   o f   o r g a n i c   ................................................................................................................8
• About the authors  .....................................................................................................................7
•   F o r e w o r d   ......................................................................................................................................9
• List of F igures  ............................................................................................................................1 2
• List of  T ables  ..............................................................................................................................1 3
•   A c k n o w l e d g e m e n t s   ...............................................................................................................1 5
•   F u n d i n g   a n d   s p o n s o r s h i p   s u p p o r t   ...................................................................................1 5
•   A b b r e v i a t i o n s   ...........................................................................................................................1 5
•   A ustralian Or ganic Industry Ov erview:  Gro wing pains f or a maturing industry  ......1 6
• Ex ecutiv e Summary  ................................................................................................................1 9
•  V alue of this research  .............................................................................................................19
• Using the research  ..................................................................................................................1 9
• Summary of findings  .............................................................................................................1 9
• Key figures  ................................................................................................................................2 0
Chapter 1
•   I n t r o d u c t i o n   .............................................................................................................................2 3
Chapter 2
• Ov erview of A ustralian Or ganic F armers and F armland  ...........................................2 4
• Number of certified or ganic operations  ......................................................................... 2 4Australian Organic Market Report 2010  11
C o n t e n t s
• C omparison of surv ey ,  A QIS and other market data  ..................................................2 7
• Number of or ganic enterprises  .........................................................................................2 8
• C ertified or ganic land area  .................................................................................................2 9
• Eff ect of drought  .....................................................................................................................3 1
•  W orld trends in or ganic land use  .......................................................................................3 1
•  Y ears spent farming or ganically v ersus general farming  ..........................................3 1
• Or ganic farm emplo yment and education  ....................................................................3 2
Chapter 3
• Or ganic P roduction F igures  ................................................................................................3 3
•  V alue of total farm-gate sales  ............................................................................................. 3 3
•   B e e f   .............................................................................................................................................3 6
• Lamb  ...........................................................................................................................................4 0
• Wool  ............................................................................................................................................. 4 3
• P oultry (meat)  ..........................................................................................................................4 6
•   E g g s   .............................................................................................................................................. 4 7
• Milk and dairy products  ........................................................................................................ 5 2
• Pigs  ..............................................................................................................................................5 4
• Other liv estock products:  alpacas and aquaculture  ..................................................5 6
• Honey  .........................................................................................................................................5 6
•  V egetable ,  herb and nursery production  ......................................................................5 8
•   F r u i t   ( i n c l u d i n g   c o f f e e ,   o l i v e s ,   w i n e )   ................................................................................6 4
• Nuts  .............................................................................................................................................6 8
•   E s s e n t i a l   o i l s   .............................................................................................................................6 9
• Grains ,  pulses ,  fibres and & oil crops  ................................................................................7 2
Chapter 4
• Or ganic Supply Chain  ...........................................................................................................7 7
•   R e t a i l e r s   a n d   w h o l e s a l e r s   ....................................................................................................7 7
• P rocessors ,  manufacturers and importers  ....................................................................8 0
• Abattoirs  ....................................................................................................................................8 2
• Exports  .......................................................................................................................................8 2
Chapter 5
•     L i f e s t y l e s   o f   H e a l t h   a n d   S u s t a i n a b i l i l t y   ( L O H A S ) :  
  engine room of the or ganic market  ................................................................................8 4
•   T h e   A u s t r a l i a n   O r g a n i c   C o n s u m e r   ...................................................................................8 6
•   C o n s u m e r   u n d e r s t a n d i n g   o f   o r g a n i c   .............................................................................8 6
• P urchasing beha viour:  Ho w often?  ..................................................................................8 8
•   P u r c h a s i n g   b e h a v i o u r :   W h a t   t y p e s ?   ................................................................................8 9
• P urchasing beha viour:  Barriers to buying more or ganic f ood  ...............................9 0
• P urchasing beha viour:  Ho w much do consumers spend?  ......................................9 0
• P urchasing beha viour:   Where do consumers buy it?  .................................................9 2
•   R e f e r e n c e s   ................................................................................................................................9 6
Appendix 1
•   M e t h o d o l o g y   ...........................................................................................................................9 8
• Other data sets  ........................................................................................................................9 9
Appendix 2
• Recommendations f or future national or ganic surv eys  ........................................1 0 012  Australian Organic Market Report 2010
F igure 1.          Number of certified or ganic clients 
categorised b y supply chain sector
F igure 2.      Number of certified or ganic clients 
categorised b y state (A QIS 2010 and public 
r e s e a r c h )
F igure 3.      Area of certified or ganic land (A QIS 2010 and 
p u b l i c   r e s e a r c h )
F i g u r e   4 .       P e r c e n t a g e   o f   s u r v e y   r e s p o n d e n t s  
categorised b y supply chain sector (A QIS 
2 0 1 0 ,   B F A   2 0 1 0 ,   T O P   2 0 1 0   a n d   p u b l i c  
research).  See back of report f or further 
d e t a i l s   a n d   m e t h o d o l o g y
F igure 5.      Number of or ganic enterprises responding to 
the surv ey categorised b y state
F igure 6.      Land area reported in the surv ey ,  categorised 
b y or ganic status
F igure 7.      C ertified or ganic ,  in-con v ersion and pre-
certification land area reported in the surv ey ,  
categorised b y state
F i g u r e   8 .       P e r c e n t a g e   o f   s u r v e y   r e s p o n d e n t s  
categorised b y total farm area
F i g u r e   9 .       P e r c e n t a g e   o f   s u r v e y   r e s p o n d e n t s  
categorised b y or ganic farm area
F igure 10.     Eff ect of drought on enterprise type
F i g u r e   1 1 .      P e r c e n t a g e   o f   s u r v e y   r e s p o n d e n t s  
c a t e g o r i s e d   b y   y e a r s   o f   e x p e r i e n c e   w i t h  
f a r m i n g   g e n e r a l l y   a n d   o r g a n i c   f a r m i n g
F i g u r e   1 2 .      P e r c e n t a g e   o f   s u r v e y   r e s p o n d e n t s  
c a t e g o r i s e d   b y   y e a r s   o f   e x p e r i e n c e   w i t h  
o r g a n i c   t r a d i n g
F igure 13.     A ge of emplo y ees (including o wner-
operators) w orking in or ganic enterprises 
reported in the surv ey
F i g u r e   1 4 .      E d u c a t i o n   l e v e l s   o f   e m p l o y e e s   ( i n c l u d i n g 
o w n e r - o p e r a t o r s )   i n   o r g a n i c   e n t e r p r i s e s  
reported in this surv ey
F igure 15.     Number of or ganic beef producers (n = 39) 
categorised b y state
F igure 16.     Respondents ’  expectation f or production 
l e v e l s   i n   2 0 0 9 - 1 0
F igure 17.     T he percentage breakdo wn of dairy product 
s h a r e   b y   v o l u m e :   w h o l e   f r e s h   m i l k ,   l i g h t   m i l k ,  
c r e a m ,   y o g h u r t ,   c h e e s e ,   o t h e r
F igure 18.     Area (hectares) of or ganic v egetable 
production of respondents categorised b y 
s t a t e
F igure 19.     Annual v olume (tonne) of or ganic v egetable ,  
herb and nursery production b y state 
r e p o r t e d   b y   r e s p o n d e n t s
F igure 20.     P ercentage of marketing outlets used in 
selling or ganic v egetable ,  herb and nursery 
p r o d u c t s
F igure 21.     Number of or ganic fruit producer 
respondents (n = 99) categorised b y state
F igure 22.     Area (hectares) of or ganic fruit production 
r e p o r t e d   b y   r e s p o n d e n t s ,   c a t e g o r i s e d   b y  
s t a t e
F igure 23.     Annual v olume (tonne) of or ganic fruit 
production of respondents b y state
F i g u r e   2 4 :      P e r c e n t a g e   d i s t r i b u t i o n   o f   e s s e n t i a l   o i l   t y p e s 
r e p o r t e d
F igure 25:   Grain type b y % v olume
F igure 26.     Expected change in certified or ganic grain 
p r o d u c t i o n   i n   t h e   f o l l o w i n g   y e a r
F igure 27.     Number of certified manufacturers/
p r o c e s s o r s   f r o m   2 0 0 2   t o   2 0 0 9   ( B F A   2 0 0 8  
amended with A QIS 2010 and industry data)
F igure 28.     Number of certified operators in 2010 
categorised b y supply chain sector (A QIS 
2 0 1 0   a n d   i n d u s t r y   d a t a )
F igure 29.     Expected change in sales of or ganic products 
o v er the f ollo wing y ear reported b y or ganic 
processors ,  manufacturers and importers
F igure 30.     T otal quantity of or ganic produce exported 
b y certified or ganic clients (A QIS 2008,  A QIS 
a n d   i n d u s t r y   d a t a )
F igure 31.     Quantity of or ganic produce exported in 
2 0 0 7   a n d   2 0 0 9   b y   c o m m o d i t y   ( A Q I S   2 0 1 0 ,  
i n d u s t r y   d a t a )
F igure 32.     L OHAS  T ypes
F i g u r e   3 3 .      N u m b e r   o f   r e s p o n s e s   r e c e i v e d   o v e r   t i m e  
from date of surv ey mail-out
F i g u r e s
L i s t   o f   F i g u r e sAustralian Organic Market Report 2010  13
T a b l e s
L i s t   o f   t a b l e s
T able 1.      Changes in the number of certified or ganic 
c l i e n t s   r e p o r t e d
T able 2.      Or ganic producers responding to the 
surv ey categorised b y commodity
T able 3.      Land area reported in the surv ey ,  
categorised b y commodity produced
T able 4.      Recorded financial returns and estimate of 
n a t i o n a l   f a r m - g a t e   s a l e s
T able 5.      Number and status of or ganic beef cattle 
breeding stock production and sales 
r e p o r t e d   b y   r e s p o n d e n t s
T able 6.      Number and status of or ganic beef stores 
cattle production and sales reported b y 
r e s p o n d e n t s
T able 7.      P roportion of certified or ganic beef cattle 
s o l d   t o   d i f f e r e n t   m a r k e t   o u t l e t s
T a b l e   8 .       E x p e c t e d   c h a n g e   i n   c e r t i f i e d   o r g a n i c   b e e f  
c a t t l e   p r o d u c t i o n   i n   t h e   f o l l o w i n g   y e a r
T able 9.      T otal number and status of lambs 
produced on or ganic farms as reported b y 
r e s p o n d e n t s   ( n = 2 7 )
T able 10.      Number and v alue of respondents ’  certified 
or ganic lamb production f or the stores 
m a r k e t ,   w i t h   m a r k e t   l o c a t i o n   i n d i c a t e d
T able 11.      Number and v alue of respondents ’  certified 
or ganic lamb production f or the finished 
m a r k e t ,   w i t h   m a r k e t   l o c a t i o n   i n d i c a t e d
T able 12.      Siz e and v alue of w ool clip produced as 
reported b y surv ey responses (n=12)
T able 13.      V olume (kg) and status of w ool produced 
collated from respondents and industry 
i n t e r v i e w s   2 0 0 8 - 9   a n d   c o m p a r i s o n   f r o m  
2 0 0 6 - 7
T able 14.      P rices receiv ed ($/kg) and status of w ool 
p r o d u c e d   r e p o r t e d   b y   r e s p o n d e n t s
T able 15.      Number of poultry meat birds managed 
on or ganic farms reported b y respondents 
( i n c l u d i n g   I n - c o n v e r s i o n * )
T able 16.      Number of la ying hens ,  eggs produced and 
pullets bought-in on or ganic farms
T able 17.      Status of eggs sold from or ganic farms
T able 18.      Market outlets f or certified or ganic eggs as 
n o t e d   b y   r e s p o n d e n t s
T able 19:      C omparison of pricing of ra w milk at farm-
g a t e   r e p o r t e d   b y   r e s p o n d e n t s
T able 20.      Number of pigs managed on or ganic farms 
r e p o r t e d   b y   r e s p o n d e n t s
T able 21.      Number and v alue indicated b y 
r e s p o n d e n t s   o f   c e r t i f i e d   w e a n e r s   a n d  
f i n i s h e d   p i g s   s o l d   t o   v a r i o u s   o u t l e t s ,   w i t h  
m a r k e t   l o c a t i o n   i n d i c a t e d
T able 22.      Quantity and v alue of or ganic honey 
produced ,  with market location as 
i n d i c a t e d   b y   r e s p o n d e n t s
T able 23.      Number of or ganic v egetable producers 
responding to the surv ey ,  area under 
o r g a n i c   v e g e t a b l e   p r o d u c t i o n   ( n o t   a l l  
reported in this table) and v olume of 
o r g a n i c   v e g e t a b l e s   r e p o r t e d ,   c a t e g o r i s e d  
b y crop
T able 24.      Number of or ganic v egetable producer 
respondents (n = 73) categorised b y state14  Australian Organic Market Report 2010
List of tables
T a b l e s
T able 25.      Annual production v olume ,  a v erage price 
r e c e i v e d   a n d   r e t u r n s   f o r   o r g a n i c   v e g e t a b l e ,  
herb and nursery products ,  categorised b y 
crop as reported b y respondents
T able 26.      Expected change in certified or ganic 
v egetable ,  herb and nursery production in 
t h e   f o l l o w i n g   y e a r
T able 27.      C omparison across y ears f or total area 
under or ganic fruit production and v olume 
of or ganic fruit reported b y surv eys (n=99),  
categorised b y crop
T able 28.      Market outlets f or or ganic fruit production
T able 29.      Number of trees in production (6 y ears or 
older) or coming on-line (under 6 y ears) as 
recorded b y surv eys ,  categorised b y crop
T able 30.      Annual production v olume ,  a v erage price 
receiv ed and returns f or or ganic fruit 
products ,  categorised b y crop ,  reported b y 
r e s p o n d e n t s
T able 31.      Marketing outlets f or certified or ganic fruit 
p r o d u c t s
T able32.      P roduction and sales (domestic and export) 
b y v ariety
T able 33.      P roduction area and numbers of trees in or 
coming into production b y v ariety
T able 34.      A v erage price reported f or or ganic nut 
products ,  categorised b y crop
T able 35.      Summary of or ganic essential oil producers 
responding to the surv ey ,  area under 
o r g a n i c   p r o d u c t i o n ,   v o l u m e   o f   o r g a n i c  
essential oil reported and % market 
b r e a k d o w n
T able 36.      Number of or ganic grain producers 
responding to the surv ey ,  area under 
or ganic grain production,  v olume of 
or ganic grain reported ,  a v erage price as 
categorised b y crop type
T able 37.      Number of state responses and area of 
g r a i n   p r o d u c t i o n   c o m p a r i s o n   f o r   2 0 0 8 - 9  
a n d   2 0 0 6 - 7
T able 38.      V alue of financial returns reported b y 
or ganic grain,  legume and oilseed crop 
p r o d u c e r s
T able 39.      A v erage prices reported as sold b y or ganic 
grain,  legume and oilseed crop producers 
and bought domestic b y wholesalers ($/
t o n n e )
T able 40.      Sales of or ganic products reported b y 
r e t a i l e r s   a n d   w h o l e s a l e r s
T a b l e   4 1 .       R e t a i l   v a l u e   ( $ A   M i l l )   ( E u r o m o n i t o r ,   2 0 1 0 )
T a b l e   4 2 .       P e r c e n t a g e   d i s t r i b u t i o n   o f   o r g a n i c   p r o d u c t s  
( E u r o m o n i t o r ,   2 0 1 0 )
T able 43.      V alue of w orld or ganic markets 
( E u r o m o n i t o r ,     2 0 1 0 )
T able 44.      Number of respondents using o v erseas 
o r g a n i c   c e rt i f i c a t i o n   s c h e m e s
T able 45.      Snap shot of findings
T a b l e   4 6 .      O r g a n i c s :   P e r c e i v e d   b e n e f i t s
T a b l e   4 7 .       O r g a n i c s :   Ov e r a l l   h o u s e h o l d   p a rt i c i p a t i o n
T able 48.      Or ganics:  C ategory purchase penetration
T able 49.      Or ganics:  C ategory purchase frequency 
T able 50.      Or ganics:  Barriers to further purchase 
T able 51.      Or ganics:  Ov erall household f ood spend #1
T able 52.      Or ganics:  Ov erall household f ood spend #2
T able 53.      P urchasing beha viour:  Or ganic fruit and 
v e g e t a b l e s
T able 54:      P urchasing beha viour:  Or ganic home-
c o o ki n g   i n g r e d i e n t s
T able 55.      P urchasing beha viour:  Or ganic red meat
T able 56.      P urchasing beha viour:  Or ganic dairyAustralian Organic Market Report 2010  15
A c k n o w l e d g e m e n t s
B i o l o g i c a l   F a r m e r s   A u s t r a l i a   L t d   ( B F A ) ,    
H o rt i c u l t u r e   A u s t r a l i a   L t d   ( H A L )  
Gold:  
A u s t r a l i a n   C e rt i f i e d   O r g a n i c ;    
I n g l e w o o d   F a r m s ;   P a r m a l a t
S i l v e r :  
A ustralian Or ganic Honey C ompan y;  Citro x;  Clea v ers 
T he Or ganic Meat C ompan y;  C ountry Heritage F eeds;  
Ladybird Or ganics;  Melba F resh;  MiEssence;  OBE Beef;  
S e a s o l ;   S t e e l   R i v e r   B r e w e r y ;   S u n n y   Q u e e n   E g g s ;   T e m p l e  
Bruer Wines;  Wray Organic
S t a t e   G o v e r n m e n t s   o f :  
New South  W ales ,  Queensland ,  South A ustralia,  
T a s m a n i a ,   V i c t o r i a   a n d   W e s t e r n   A u s t r a l i a  
Researchers w ould like to thank:
A C O (Akiko Nicholls);  BF A (Doug Haas ,  Andrew Monk,  
H o l l y   V y n e r ) ;   N C O   ( S t e p h a n i e   G o l d f i n c h   a n d   D a v i d  
Nott) OFC (Mar g  Will);  OGA (Doug Haas ,  Holly  Vyner);  
SFQ (Brian  Witherspoon);  A usQual (Ian King);   T OP (Rex 
W i l l i a m s ) ,   R e g i o n a l   D e v e l o p m e n t   V i c t o r i a   ( R o w e n a  
C a n n ) ,   O r g a n i c s   T a s m a n i a   ( J i m   R o s s i t e r   a n d   c o m m i t t e e ) .
T hanks goes to the certification agencies:  
A u s t r a l i a n   C e rt i f i e d   O r g a n i c   ( A C O ) ;   N A S A A   C e rt i f i e d  
Or ganic (NC O);  Or ganic Gro w ers of A ustralia (OGA) 
and Saf e F ood Queensland (SFQ) f or appro v al f or use 
of A QIS data and f or additional assistance in surv ey 
d i s t r i b u t i o n   a n d   r e l a t e d   i n d u s t ry   i n f o r m a t i o n   a n d   d a t a  
c r o s s   c h e c k i n g .   T h e   a s s i s t a n c e   a l s o   f r o m   n u m e r o u s  
other supply chain businesses from farm to retail in 
cross checking a v ailable data sets with actual market 
v a l u e s   a n d   v o l u m e s   i s   g r a t e f u l l y   a c kn o w l e d g e d .
Input,  research support and f eedback:
A l a s d a i r   S m i t h s o n ,   O r g a n i c   K n o w l e d g e  
Els  Wynen,  E co Land-use S ystems
J u l i e   C r o c k e t t ,   A u s t r a l i a n   Q u a r a n t i n e    
and Inspection Service (A QIS)
P e o p l e   w h o   p r o v i d e d   f e e d b a c k   o n  
t h e   q u e s t i o n n a i r e   a n d   r e s e a r c h  
m e t h o d o l o g y :
R o w e n a   C a n n   ( R e g i o n a l   D e v e l o p m e n t   V i c t o r i a ) ,  
Hugh Griffiths (DPIPWE),  Ross C orkrey (T asmanian 
Institute of A gricultural Research),  Andre L eu (Or ganic 
F ederation of A ustralia),  Stev e McC o y (Department of 
A g r i c u l t u r e   a n d   F o o d   W A ) ,   T i m   M a r s h a l l   (T M   O r g a n i c s ) ,  
Andrew Monk (BF A),  Jim Rossiter (T oehold F arm),
The researchers would especially like to thank Doug Haas 
(BF A Chairman) and the BF A Board,  for fully supporting 
this project.
F u n d i n g   a n d   s p o n s o r s h i p   s u p p o r t
A b b r e v i a t i o n s
A B A R E    Australian Bureau of Agricultural  
a n d   R e s o u r c e   E c o n o m i c s
A B S   Australian Bureau of Statistics
A C O   Australian Certified Organic
A C T   Australian Capital  T erritory
A Q I S     A u s t r a l i a n   Q u a r a n t i n e    
a n d   I n s p e c t i o n   S e r v i c e
B D R I   Bio-Dynamic Research Institute
B F A   Biological F armers of Australia
D A   Dairy Australia
D A F F     D e p a r t m e n t   o f   A g r i c u l t u r e   F i s h e r i e s    
a n d   F o r e s t r y ,   A u s t r a l i a n  
  G o v e r n m e n t
F i B L     Research Institute of Organic 
Agriculture 
F Y 0 8 - 9    Financial year ,  1 July 2008 –  
3 0 t h   J u n e   2 0 0 9
G R D C     G r a i n s   R e s e a r c h   a n d    
D e v e l o p m e n t   C o r p o r a t i o n
H A L   Horticulture Australia Limited
I F O A M    International F ederation of Organic 
A g r i c u l t u r e   M o v e m e n t s
J A S   J a p a n e s e   A g r i c u l t u r e   S t a n d a r d
L O H A S  Lifestyles of Health and Sustainability 
M L A   Meat and Livestock Australia
N C O   NASAA Certified Organic
N O P   National Organic Program (USA)
N S W   N e w   S o u t h   W a l e s
N T   N o r t h e r n   T e r r i t o r y
O B E   Organic Beef Export
O F C   Organic Food Chain
O G A   Organic Growers of Australia
O M R I   Organic Materials Research Institute
Q L D   Q u e e n s l a n d
R I R D C     Rural Industries Research and 
D e v e l o p m e n t   C o r p o r a t i o n
S A   South Australia
S F Q   S a f e   F o o d   Q u e e n s l a n d
T A S   T a s m a n i a
T O P   T a s m a n i a n   O r g a n i c - D y n a m i c   P r o d u c e r s
V I C   Victoria
W A   W estern AustraliaV alue of this research
T his is the second report the Biological F armers of 
A ustralia has commissioned to help industry bench 
mark the gro wth and health of its sectors .   T his report 
- another significant milestone in the tw o decade 
p l u s   h i s t o ry   o f   t h e   r a p i d l y   d e v e l o p i n g   A u s t r a l i a n  
certified or ganic sector -  builds the inf ormation 
base f or industry to benchmark production and 
m a r k e t   v a l u e   a g a i n s t   p a s t   a n d   c u r r e n t   c l a i m s   a n d  
e s t i m a t e s   a n d   w i l l   e n a b l e   m o n i t o r i n g   o f   f u t u r e  
gro wth of the certified or ganic market in A ustralia 
and its farming and production base .  In an industry 
c h a r a c t e r i s e d   b y   o p e r a t i o n a l   d i v e r s i t y ,   t h i s   r e p o rt  
allo ws f or perf ormance assessment b y sector .   T he next 
p u b l i c a t i o n   i n   t h i s   s e r i e s   i s   p l a n n e d   i n   2 0 1 2   ( b i e n n i a l  
since the inaugural report in 2008) as a means of 
p r o v i d i n g   t h e   w i d e r   i n d u s t ry   w i t h   i n v a l u a b l e   a n d  
r e a l i s t i c   m a r k e t   i n f o r m a t i o n .  
U s i n g   t h e   r e s e a r c h  
T his report ma y assist the commercial sector b y 
c o n t r i b u t i n g   t o   b u s i n e s s   d e c i s i o n s   a n d   b u s i n e s s  
p l a n n i n g   i n   f a r m i n g ,   v a l u e   a d d i n g   o r   m a r k e t i n g  
o p e r a t i o n s .   R e s e a r c h e r s ,   g o v e r n m e n t s ,   i n d u s t r y  
associations and those with an interest will be able to 
u n d e r s t a n d   m o r e   e f f e c t i v e l y   t h e   n a t u r e   o f   t h e   o r g a n i c  
i n d u s t ry   a n d   i t s   m u l t i - s e c t o r   f o o t   p r i n t   w i t h i n   A u s t r a l i a ,  
while also comprehending the broader trends of the 
industry .  Please note the ca v eats and disclaimers in 
relation to this research.
Summary of findings
I n d u s t r y   g r o w t h
T he or ganic sector is sho wing strong patterns of 
s u s t a i n e d   g r o w t h   t h r o u g h   w h a t   h a s   b e e n   a n   e x t r e m e l y  
c h a l l e n g i n g   G l o b a l   F i n a n c i a l   C r i s i s   ( G F C )   p e r i o d .   T o t a l  
r e t a i l   v a l u e   i n   A u s t r a l i a   h a s   r e a c h e d   a p p r o x i m a t e l y  
$ 9 4 7   m i l l i o n ,   a n   u n p r e c e d e n t e d   m a r k ,   w h i l e   w i t h  
gro wth projections it is tipped to breach the A$1B 
mark bef ore the end of 2010.   T his is in the context of a 
g l o b a l   s l o w i n g   o f   s o m e   i n t e r n a t i o n a l   o r g a n i c   m a r k e t s .  
Despite the fact that the A ustralian or ganic industry 
at this point commands a relativ ely small percentage 
of total market v alue ,  (a v erage circa 1%) it represents 
S u m m a r y
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Chapter 2:  Overview of organic farmers and farmland
As at the end of 2008-9 the total number of certified organic operators was 
2986,  of which three quarters were in farming operations,  being 1.6% of all 
farming operations in Australia
4% is the average annual increase in certified organic operators over the last 2 
years,  in line with a long term trend of the past 7 years.
With 12,001,724 hectares,  Australia exhibits the largest amount of certified 
organic farmland in the world,  the vast majority of which is used for extensive 
grazing.  35 million hectares of agricultural land are managed organically by 
almost 1.4 million producers worldwide.
Non rangeland and pastoral certified organic lands have continued to increase 
by 5% over the past two years.
The average age of an organic farmer in Australia is lower than a non-organic 
Australian farmer and 25,000 are employed by this industry.
Chapter 3:  Australian organic production (farm gate value) 
f i g u r e s   2 0 0 9
2 0 0 9   f a r m   g a t e   v a l u e s   w e r e   e s t i m a t e d   t o   b e   i n   e x c e s s   o f   $ 2 2 3 , 2 2 4 , 0 0 0  
using very conservative new estimation methods.  However ,  using previous 
multiplication factors,  they could well now be higher than $300M.
Despite widespread drought,  recorded farm gate sales have risen by over 48% 
since last reported in 2008.
Market (farm gate) value figures 
The organic vegetable,  herb and nursery production market was valued at
$ 7 7 , 5 0 0 , 0 0 0
The organic fruit & wine market was valued at $39,700,000 with wine
c o n t r i b u t i n g   $ 2 , 3 4 1 , 7 2 0   o f   t h i s
T h e   o r g a n i c   b e e f   m a r k e t   w a s   v a l u e d   a t   $ 3 4 , 4 5 6 , 1 0 0
The organic milk & dairy product market was valued at $17,914,000
The organic poultry (meat) market was valued at $15,349,000
T h e   o r g a n i c   l a m b   m a r k e t   w a s   v a l u e d   a t   $ 1 1 , 3 0 7 , 0 0 0
The organic honey market was valued at $9,789,000
The organic grains,  pulses,  fibres & oil crops market was valued at $9,456,000
The organic poultry and eggs market was valued at $3,200,000
The organic nut market was valued at $2,234,824
The organic essential oils production market was valued at $1,243,056
The organic wool market was valued at $826,993
The organic pig market was valued at $255,030
E x e c u t i v e   S u m m a r y20  Australian Organic Market Report 2010
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significant opportunity as an expanding market f or 
operators committed to consistent deliv ery of high 
q u a l i t y   p r o d u c t .
Strong gro wth is increasingly evidenced b y the 
gro wing presence of or ganic products in mainstream 
f ood marketing .  In 2009 92% of or ganic sales w ere 
through store based retailing .  Supermarkets no w make 
o v er 60% of all or ganic sales .   With the no w permanent 
positioning and off ering b y major supermarkets 
i n c l u d i n g   C o l e s ,   W o o l w o rt h s ,   A l d i   a n d   I G A ,   i n t o   t h e  
or ganic market ,  demand f or or ganic products has 
r e a c h e d   a   n e w   l e v e l   o f   a c c e l e r a t i o n .   T h e r e   a r e   o v e r   5 0 0  
or ganic lines ranged in some lar ger retail stores .  As 
was noted in the 2008 report ,  the ability of dev eloping 
domestic production to meet this demand continues 
to be a key challenge f or the future of the A ustralian 
o r g a n i c   i n d u s t ry .  
In addition to GFC concerns ,  drought has been a 
driving factor ,  suppressing gro wth and dev elopment 
f or some sectors .   T his remains particularly marked 
f or grains ,  while liv estock products (red meats in 
p a rt i c u l a r   a n d   s p e c i f i c a l l y   l a m b   a n d   h i g h   q u a l i t y   b e e f)  
remain undersupplied in a sector that has grown some 
2 5 %   i n   2 0 0 9   a l o n e .
I n d e p e n d e n t   r e t a i l i n g   h a s   b e e n   t h r o u g h   a  
tumultuous time with the buy-out of the Macro 
W h o l e f o o d s   c h a i n   o f   i n d e p e n d e n t   o r g a n i c   s t o r e s .  
Others are taking their place ,  ho w ev er ,  this sector 
h a s   c h a l l e n g e s ,   n e e d i n g   a   b o o s t   i n   p r o f e s s i o n a l  
i n d e p e n d e n t   r e t a i l i n g   t o   d e l i v e r   l o n g e r   t e r m   g r o w t h   i n  
t h i s   l o n g   e s t a b l i s h e d   s e c t o r .
L ocally ,  consumer interest in or ganic product has 
been facilitated b y the gro wth in farmers ’  markets ,  
h o m e   d e l i v e r y   a n d   r e l a t e d   d i r e c t   m a r k e t i n g   a n d   “ b o x ”  
schemes ,  bringing the consumer closer to the or ganic 
farm w orld than ev er bef ore .  
I n d u s t r y   s e c t o r s
T he or ganic industry in A ustralia is characterised b y 
d i v e r s i t y   i n   t h e   s e c t o r s   o f   p r o d u c t i o n   r e p r e s e n t e d ;  
market outlets and distribution;  and types and siz es 
o f   b u s i n e s s   o p e r a t i o n s .   T h e   i n d u s t r y   h a s   b e n e f i t e d  
f r o m   g r o w i n g   p r o f e s s i o n a l i s m   a n d   m a t u r a t i o n   i n  
p r o d u c t i o n   ( f a r m i n g   a n d   p r o c e s s i n g ) ,   s u p p l y   c h a i n  
and marketing operations ,  from both small and lar ger 
o r g a n i c   b u s i n e s s e s   a l i k e .  
T he recorded or ganic farm gate v alue has gro wn 
o v er 48% in tw o y ears ,  with some sectors contracting 
or remaining contracted (mostly drought driv en) 
w h i l e   o t h e r s   h a v e   d e v e l o p e d   c o n s i d e r a b l y .   A   l o w e r  
than expected gro wth rate is attributed primarily to 
the impact of the drought on the viability of some 
farming operations and regions ,  in particular in the 
or ganic grains and meat sectors ,  while the GFC has 
p o s s i b l y   a l s o   i m p a c t e d   i n   s o m e   h i g h e r   v a l u e   a d d i n g  
sectors .  A stagnant period of lo w to no rainfall had 
h a l t e d   p r o d u c t i o n   i n   m a n y   t r a d i t i o n a l   o r g a n i c   g r a i n  
production areas through to 2009,  and the v olume 
and v alue of or ganic grain production has lo w ered 
o v er the last decade ,  with some knock-on eff ects 
i n d i c a t e d   f r o m   f e e d - m i l l s   a n d   l i v e s t o c k   p r o d u c e r s .   T h i s  
is expected to pick up in some areas f or 2010/11 as 
Key figures 
Chapter 4:  Organic supply chain
The total retail value of the Australian organic market consolidated from both 
primary industry figures and industry intelligence information for fresh and 
processed lines is estimated at $947 million,  with an expectation that in 2010 
this will breach the A$1B level.  
Major retailers carry in excess of 500 different organic lines in fresh and grocery 
c a t e g o r i e s .
Supply of consistent,  quality product remains a major challenge for sustained 
industry sector growth.
There is also a need for further promotion at consumer level for horticultural 
p r o d u c t .
C h a p t e r   5 :   T h e   O r g a n i c   C o n s u m e r
60% of consumers (up from 40% in 2008) buy organic food on occasion with 
“leaders” ,  as identified in the Lifestyles of Health and Sustainability (L OHAS) 
report,  the core of this purchasing activity by volume and regularity.
Organic fruits & vegetables remain the most common entry points for 
c o n s u m e r s .
As in overseas trends,  the majority of traded organic products are now moving 
through the major supermarket chains.  They have been the single largest driver 
of growth over the 2008 – 10 period and are expected to remain the largest 
single channel for future growth for the organic industry.
The industry otherwise remains diverse in its market outlets,  with farmers 
markets and innovative direct marketing remaining a strong core component 
o f   t h e   o r g a n i c   m a r k e t p l a c e ,   t h o u g h   n o t   s h o w i n g   t h e   s t r e n g t h   s e e n   i n   m a r k e t s  
such as the UK.S u m m a r y
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rains and floods ha v e arriv ed in flood plain  
p r o d u c t i o n   s y s t e m s .
In contrast to the last report in 2008,  while the 
farm gate v alue of horticulture has increased ,  it 
appears that as at mid 2010 demand gro wth in the 
c o n v e n t i o n a l   m a r k e t   s e t t i n g s   ( b o t h   i n d e p e n d e n t s  
a n d   c h a i n s )   i s   s o m e w h a t   s u p p r e s s e d .   O p e r a t o r s   a r e  
r e p o rt i n g   e i t h e r   s t a g n a n t   s a l e s   o r   s l i g h t l y   h i g h e r  
v olumes but with pressure on mar gins ,  deliv ering 
t h e   s a m e   r e t u r n s   o v e r   t h e   p a s t   y e a r .   T h e   e s t i m a t e   o f  
gro wth f or the horticulture sector ,  again while v arying 
across sub-sectors ,  is three f old in some v egetable 
sectors and 10-20% in fruit sectors .
T h e   o r g a n i c   i n d u s t ry   i s   c o n t i n u i n g   t o   c o n s o l i d a t e  
on 2008 report trends and the a v erage siz e of or ganic 
farms has increased ,  highlighting a trend to wards 
p r o f e s s i o n a l   f a r m i n g   o n   a   l a r g e r   s c a l e   ( a l b e i t   s t i l l   w e l l  
under non-or ganic farm enterprise lev els f or most 
s e c t o r s ) .   T h i s   a l s o   h i g h l i g h t s   t h e   e x p a n s i o n   o f   s o m e  
l o n g   t e r m   o r g a n i c   f a r m i n g   f a m i l i e s   w h o    
ha v e purchased additional land and/or farm units 
in other states to cater f or increased demand as the 
m u l t i p l e   r e t a i l e r s   m o v e   m o r e   d e c i s i v e l y   i n t o   t h e  
o r g a n i c   m a r k e t .
A t the same time ,  the or ganic industry remains 
solidly div erse in terms of operator types and siz es ,  
w i t h   t h e   o n g o i n g   f l o u r i s h i n g   s u c c e s s   o f   s m a l l e r  
f a r m e r s ’   m a r k e t s   a n d   d i r e c t   m a r k e t e d   p r o d u c t s .   T h i s  
is reflectiv e of ongoing reports from the certification 
sector of a rise in applications f or both small and 
medium to lar ger farmers alike .
Challenges continue to be observ ed in co-ordinating 
o r g a n i c   p r o d u c t i o n   a n d   s u p p l y   c h a i n s .   P r o d u c t i o n  
of beef cattle has been a significant success story f or 
the or ganic sector ,  continuing to represent around 
one sixth of total industry farm gate v alue .  Despite 
this ,  one third of or ganic beef was deliv ered into 
t h e   n o n - o r g a n i c   c o n v e n t i o n a l   m a r k e t s   a n d   h a s   n o t  
been included in the current v alue of or ganic market 
estimates .  A t the same time ,  processors continue to 
claim lack of access to consistent quality product ,  
i n c l u d i n g   b e e f   a n d   l a m b .  
T he industry has witnessed an increase in strategic 
m a r k e t   a l l i a n c e s   a n d   m a r k e t i n g   g r o u p s   a s   a   m e a n s  
o f   f a c i l i t a t i n g   o p t i m u m   l o g i s t i c s   i n   s u p p l y   a n d  
distribution of product to market.  Some groups 
h a v e   a c h i e v e d   s u b s t a n t i a l   s u c c e s s   i n   c o - o r d i n a t i n g  
supply chains to access lar ger domestic markets and 
i n t e r n a t i o n a l   m a r k e t s .   A c c e s s   t o   t h e s e   l a r g e r   m a r k e t s  
has often been obstructed b y fragmented or lo w er 
v o l u m e   s u p p l y   l i n e s .   T h i s   r e p o rt   p r o f i l e s   a   n u m b e r    
of those success stories as an example f or man y 
or ganic sectors .    
P o u l t r y   m e a t   a n d   e g g   o p e r a t o r s   h a v e   e x p e r i e n c e d  
v ery solid gro wth and almost all products are sold 
as certified or ganic ,  ho w ev er production has been 
highly sensitiv e to rising f eed costs with the or ganic 
monogastric sector ev er reliant on certified or ganic 
f e e d s .   O r g a n i c   m o n o g a s t r i c   i n d u s t r i e s ,   i n c l u d i n g   p o r k ,  
ha v e taken a v aried approach to adapting to changed 
c o n d i t i o n s ,   w i t h   s o m e   p r o d u c e r s   f o l l o w i n g   a   b u s i n e s s  
model of v ertical integration and some expanding 
the farm land they o wn to f eed their gro wth.  Distance 
f r o m   c e rt i f i e d   o r g a n i c   a b a t t o i r s   r e m a i n s   a   c h a l l e n g e  
f or some and an acute challenge f or pork producers .  
Horticulture remains a major sta y of the industry .  
Some tw o thirds of or ganic farmers f orm part of this 
sector which represents o v er one third and possibly 
up to half of the total or ganic farm gate v alue in 
A ustralia.  F resh produce remains the first entry point 
f or the majority of first time or ganic consumers and is 
a major component of the or ganic shopping basket.  
Or ganic dairy products ha v e been a stand out 
c h a m p i o n   b e t w e e n   2 0 0 8   a n d   2 0 1 0 ,   r e a p i n g   t h e  
rewards of man y y ears of background w ork on co-
operativ e marketing and promotion.  A number 
of dairy brands are no w present in the or ganic 
marketplace in A ustralia across a number of states .
O t h e r   n e w   a n d   e m e r g i n g   m a r k e t   s e g m e n t s   i n c l u d e  
o r g a n i c   h o n e y   a n d   i t s   r e l a t e d   m e d i c a l   a p p l i c a t i o n s ,  
profiled in this report ,  along with a soon to be 
booming or ganic cosmetics segment ,  set to be one of 
the potential stand-out gro wth sectors of the coming 
y ears as consumers take up more of the  “ or ganic 
lif estyle ”  options no w on off er .
T he cosmetic sector continues to enjo y great 
interest from export markets ,  with lar ge high-end 
Asian hotel chains looking f or signature products .  
Honey producers ha v e doubled their exports in 
the last tw o y ears ,  with US and German y the major 
d e s t i n a t i o n s   f o r   t h e s e   p r o d u c t s .  
Imported products are appearing on shelv es more 
often,  but the biggest section of imports is ingredients 
f or manufacturers.  It is estimated that ov er $200million 
w orth of products are imported ,  from grains to 
e s s e n t i a l   o i l s   t o   d a i ry   p o w d e r s .22  Australian Organic Market Report 2010
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C e r t i f i e d   l a n d   a r e a    
and demographic trends  
A ustralia continues to report the lar gest surface area 
of certified or ganic land in the w orld with some 12 
m i l l i o n   h e c t a r e s   c e rt i f i e d   f o r   o r g a n i c   o p e r a t i o n s .   T h i s  
is primarily accounted f or b y v ast areas of rangeland 
f or or ganic cattle production in the Channel C ountry 
regions of Queensland and the semi arid rangelands 
of Queensland ,  NSW and SA.  
Ov er 11million of those hectares are rangelands 
producing beef ,  lamb and w ool.  Of the remainder 
grains ,  fruit and dairy ha v e the next highest 
percentages of land use .
A cross some 90% of A ustralia ’ s total certified land ,  
Queensland has the most area of all A ustralian states .    
NSW accounts f or the highest number of or ganic 
o p e r a t i o n s   i n   t e r m s   o f   n u m b e r   o f   i n d i v i d u a l   c e rt i f i e d 
o r g a n i c   b u s i n e s s e s .   N a t i o n a l l y ,   2 9 8 6   c e rt i f i e d   o r g a n i c 
o p e r a t o r s   w e r e   r e c o r d e d .   O f   t h e s e   o p e r a t i o n s ,   s o m e   t h r e e  
q u a r t e r s   w e r e   p r i m a r y   p r o d u c e r s   a n d   r e p r e s e n t a t i v e   o f  
some 1.6% of A ustralian farming operations .  
T he or ganic industry continues to add to its farmer 
numbers at a time of ongoing departure from the land 
b y   n o n - o r g a n i c   f a r m e r s .   T h e   o r g a n i c   i n d u s t r y   r e p o r t s  
an a v erage of just o v er 5% net operator gro wth per 
annum o v er the past sev en y ears ,  closely reflected also 
in the past tw o .  
T here is an ongoing trend f or or ganic farmers to be ,  
o n   a v e r a g e ,   y o u n g e r   t h a n   t h e i r   n o n - o r g a n i c   c o u n t e r -
parts .  Emplo y ees in or ganic systems w ere most likely 
to be aged 36 to 55,  with a significant proportion 
falling within the 26 to 35 bracket and only a small 
minority aged o v er 56.   T his is compared to the a v erage 
age of 58 f or non-or ganic A ustralian farmers .   Or ganic 
farms are no w enjo ying w elcoming back y ounger 
generations to the farm,  bringing with them tertiary 
a n d   T A F E   e x p e r i e n c e .
R e f l e c t i n g   t h e   e x p e r i e n c e   o f   t h e   b r o a d e r   a g r i c u l t u r a l  
s e c t o r ,   o r g a n i c   f a r m e r s   h a v e   s u f f e r e d   d u r i n g   t h e   r e c e n t  
drought ,  and at the time of this surv ey man y or ganic 
gro w ers are continuing to experience drought impact.  
T he drought has considerably influenced results of 
this report ,  albeit in some sectors this has been the 
case f or o v er sev en y ears .   T his impact is noted in 
r e p o rt e d   d i m i n i s h e d   e x p o rt s   o f   A u s t r a l i a n   o r g a n i c   o i l  
s e e d s   a n d   c e r e a l s ,   w h i l e   d a m p e n i n g   w h a t   h a d   b e e n  
strong gro wth in liv estock export products earlier  
this decade .   T he return of these commodities to the 
lev els of the early 2000s is not expected until 2012 
and will be dependent upon a return to a normal long 
“ cy cle ”  of dry and w et on the eastern seaboard  
of A ustralia.   
Ha ving noted this ,  the horticultural sector has 
not been as aff ected b y water a v ailability as its 
con v entional counterparts ,  although water scarcity 
in some regions has led to farmers obtaining farms 
in other regions or states to maintain supply .   Some 
farmers did experience v ery poor cropping but expect 
this to pick up with w etter conditions .
O r g a n i c   c o n s u m e r s  
Or ganic consumption continues to increase as 
a c c e p t a n c e   g r o w s   a m o n g s t   t r a d i t i o n a l l y   c o n v e n t i o n a l  
produce buy ers .  Some 60% of consumers surv ey ed 
purchase or ganic f ood at least occasionally (up from 40% 
in 2008),  and w omen remain the primary purchasers .  
Organic fruit and v egetables are the most commonly 
purchased or ganic products .   T hey are most likely to be 
trialled b y new or experiential or ganic consumers and 
70% of or ganic consumers buy from these categories 
at least once a w eek.
Health and a concern f or the en vironment remain 
the most common reasons f or consumers to buy 
or ganic ,  while animal w elfare ,  non GMO status ,  and 
better tasting f ood are also commonly perceiv ed 
benefits of or ganic .
Major barriers to purchasing or ganic products 
r e m a i n   p r i c e   a n d   a v a i l a b i l i t y .   P o o r   a p p e a r a n c e   o f  
or ganic f ood is significantly less of a barrier than has 
been reported in the past as more prof essional supply 
c h a i n s   e n s u r e   o n l y   h i g h e s t   q u a l i t y   i t e m s   r e a c h   f i n a l  
markets and as higher supply v olumes ha v e pushed 
some seconds products to processing lea ving higher 
grade products f or the retail shelf .  